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内 容 の 要 旨 
 
This dissertation is a collection of some of my previous studies which are broadly related to 
town equity research. I have been involved with research projects at FQBIC (Fukuoka 
University Institute of Quantitative Behavioral Informatics for City and Space Economy) for 
some time. The major theme of research projects in FQBIC is concerned with the so-called 
concept of town equity. The concept of town equity is defined as the intangible asset value of 
the attractiveness of a town which is formed in the minds of visitors who visit the town. 
Several points should be noted about the concept of town equity. First, the concept pertains 
to the individualistic viewpoint in the sense that it is defined at the individual level as the value 
embraced in the mind of each individual who visits the town. Thus the value of the town based 
on the concept of town equity should be obtained by aggregating the disaggregate measurement 
of the value of town equity each individual holds. Second, the town equity at the individual 
level is mostly a latent and unobservable variable. Thus it must be measured and estimated 
indirectly. To say further, thirdly, the values of town equity various individuals embrace can be 
thought of as being reflected as how they behave in the town when they visit there. We consider 
that the values of town equity various individuals hold have been formed in their minds both 
through their experiences while they are staying at the town such as shopping, recreation, leisure, 
dining, theater going, and so on, and through information they have received via various media 
regarding the town. To put another way, individuals who visit a town interact with the town 
through their experiences and information and walk around the town while evaluating its 
services and information on their feet by referring to the values of town equity they embrace or 
even by changing their previous values of town equity through their actual experiences. 
In this dissertation, we take the viewpoint that the observed micro-behaviors of visitors or 
consumers who visit the town are regarded as the reflection of their evaluated values of town 
equity and utilized as the policy evaluation references. 
The purpose of this dissertation is to show some empirical findings based on this viewpoint 
and to provide some methodological development for carrying out the research based on this 
approach. 
The organization of this dissertation is as follows. This dissertation is composed of seven 
chapters. Chapter 1 gives the introduction which states the background and the purpose of this 
dissertation. Chapter 2 deals with the roles and the economic effect of the city center cafés. 
Chapter 3 discusses how to determine the size of the spatial attraction area the woodwork 
festival brings about. Chapter 4 is concerned with estimating the spatial spillover effect which 
is brought about by the festival which is held at some particular site at the city center. Chapter 
5 investigates how the changes of marketing strategies the local department store has introduced 
cause the changes of its customers’ behaviors at the individual level. Chapter 6 tries to explore 
how the new entry of a large variety shop induces the switches of shopping destination for the 
customers of the existing large variety shop and how its new entry enhances the town equity of 
the city center. Chapter 7 ends with conclusion and future challenges.  
In the following, we summarize the contribution of each chapter. 
Chapter 1 states the background and the purpose of this dissertation.                                
In Chapter 2, we deal with the roles and economic effect of city center cafés, which constitute 
a relatively new coffee shop category such as Starbuck, Café Veloce, Detour, and Seattle’s Best, 
and so on. In the city center district, various industries are located mixedly, and individual 
industries complicatedly interact with each other to create the unique attractiveness of the city. 
However, up to now few studies have revealed concretely the effects of individual industries in 
the city center district. The significance of this research is that taking up city center cafés as one 
of the components of the attractiveness of the city, it analyzes their function from the viewpoint 
of consumers’ Kaiyu behaviors. 
This chapter makes two major contributions. First, we found the several empirical facts. The 
number of users of city center cafés is particularly large for people younger than 30. However, 
the utilization rate is higher for people in their 30s. In addition, there are differences in the 
utilization purpose and expenditure per shop. The most important empirical fact we found is 
that the number of Kaiyu steps for those who use the city center cafés is larger than that for 
those who do not use the city center cafés. Second, we defined the economic effect of city center 
cafés as the increase of the turnover of the retail sector at the city center district which is brought 
about by the increased amount of money the consumers who used the city center cafés spend at 
their extended Kaiyu steps. Further, based on this definition, we actually calculate the estimate 
of the economic effect of the city center cafés at the city center district of Fukuoka City, Japan. 
Chapter 3 takes up the Okawa Woodworks Festival and develops a method to estimate from 
what area the festival attracts its participants.   
In this research, based on the questionnaire survey data of the 61st Autumn Okawa 
Woodworks Festival of 2010 and the Spring Okawa Woodworks Festival of 2011, by restricting 
the samples to those from the Okawa metropolitan area, we forecasted the number of visitors 
from that area who visit the city center district of Okawa city with the purpose for attending the 
Woodworks Festival. This is the estimation of the visitor attraction effect on Okawa 
metropolitan residents due to the Woodworks Festival, using the on-site weighted visit 
frequency Poisson model.  
While this estimation by Poisson model is thought of as based on the comparison of the 
visitors attracted by the festival purpose with those with usual purposes, we made an ingenuity 
to create the panel data of the visitors with the festival purpose as though composed of data at 
two points of time before and after the festival. Using this panel data for the visitors with the 
festival purpose, we demonstrate that we can determine the visitor attraction spatial area of the 
Woodworks Festival in terms of travel time distance. By doing this, we show that the area is the 
circle with the radius of 313.6 minutes. Furthermore, applying the same method to the analysis 
of the effect by the TV commercial advertisement, we show that the enlargement effect of TV 
commercial advertising on the visitor attraction spatial area in terms of travel time distance 
turns out to increase the area by 42 minutes.  
In Chapter 4, we take up the Kumamoto Castle Festival held at the main street of the city 
center of Kumamoto City and present a new methodology to determine how the festival effect 
spreads over other areas within the city center base on the observation of visitors’ Kaiyu 
behaviors. At the same time, we develop a new method of the on-site consistent estimation of 
Kaiyu patterns with ignoring the occurrence of Kaiyu visits.  
The significant contribution of this chapter is to provide a methodology of how we 
theoretically estimate the net number of incoming visitors attracted by some event and how we 
measure the effect of the event which is possibly spread over other areas than that of the event 
venue, both of which are based on the micro behavioral data obtained from the on-site survey 
of consumer shop-around behaviors. Thus we have presented a coherent methodology to 
evaluate the effects of attractions and events often adopted for revitalizing towns from the 
viewpoint of consumer Kaiyu behaviors with a typical example of the Kumamoto Castle 
Festival, in which the effects spread over other spots within the city center are shown to be 
tracked from the Kaiyu behaviors of the event participants both on the number of visitors basis 
and on monetary basis.    
While this study might be said as a pilot study because of its small size of the samples, we 
see that visitors who came for the festival purpose mainly moved around the arcades near the 
festival venue and the effect of the Kumamoto Castle Festival on expenditure is roughly 
estimated as 52,670,000 yen. 
In Chapter 5, we take up the grand renewal opening of the long established local department 
store with lots of affections from locals, Iwataya. For the first time, we investigate how that 
renewal has changed the behaviors of individual customers. This analysis is made possible by 
the ingenuity for the questionnaire survey to obtain the so-called retrospective panel data.     
Thus, the most critical contribution of this chapter is a devise to set the question items to 
collect the retrospective panel data from surveys of consumer Kaiyu behaviors and its related 
development of the division ratio cross tabulation method that utilizes the advantage of the 
retrospective panel data and makes it possible to investigate a causal relation by analyzing 
whether the changes in a causal variable in a particular individual affect the changes in the 
outcome variables for that individual.  
With these methodological developments we are able to find empirical facts that the purpose 
realization rate of the store which are perceived by consumers are strongly related to their visit 
frequency to the store and their expenditure at that store. This is another contribution of this 
study.  
Since it might not be regarded as so explicit, we would like also to stress here that the 
conceptual construct of the purpose realization rate consumers perceive at stores played a 
critical and effective role to explain the changes of consumers’ purchasing behaviors caused by 
the changes of the renewal of stores and their marketing strategies. Thus we would like to raise 
the conceptual construct of the purpose realization rate as another contribution of this study.  
So far it has been our experiences that it was very hard to confirm how the differences in 
policy performed by stores affect consumers’ behaviors. To give one example, that is the 
atmosphere and images of shops perceived by consumers. It is very difficult to extract the 
effects of how these images affect consumers’ choice behaviors. Unless the policy implemented 
by stores is quite a drastic one like this case of the renewal of Iwataya, and a large scale retail 
redevelopment such as at Tenjin district of Fukuoka City, it has been almost impossible to detect 
the effect of policy by stores on choices of consumer behaviors.   
In retrospect, the variations caused by the store policy in choices of individual consumers 
may well be coupled with the variations caused by the heterogeneity in choices of 
heterogeneous individual consumers. Note that in the division ratio cross tabulation we divide 
the value of a variable, say, expenditure at time 2 by the value of expenditure at time 1 for the 
same sample. Thus the dividing operation is equivalent to removing individual heterogeneity in 
the sense that the expenditure at time 1 differs among different samples by normalizing that to 
1 and by converting the expenditure at time 2 into the ratio which is comparable among 
heterogeneous individuals.   
Hence, it should be noticed that the division ratio cross tabulation method and the 
retrospective panel data first make it possible to perform the analysis which removes the 
heterogeneity of individuals only based on the sample survey of consumer Kaiyu behaviors 
conducted at one point of time. 
In chapter 6, we take up the new entry of the large variety shop, Loft into the Tenjin district, 
one of the core districts of the city center at Fukuoka City. In this case, we investigate how the 
customers of the existing large variety shop, INCUBE, have switched their purchasing 
destination form INCUBE to Loft, and how these changes enhance the value of the city center.       
As a result, the significant contributions of this chapter become as follows. First, we have 
shown clearly what kinds of images of stores consumers hold affect their store choices by 
analyzing their purchase destination switches observed when the large variety store, Tenjin Loft, 
opened in the Tenjin district where an existing large variety store, INCUBE, was located.  
This analysis was made possible by utilizing the retrospective panel data obtained from a 
sampling survey conducted at one point of time after the opening of Tenjin Loft where the 
respondents are asked retrospectively to answer their behaviors before the opening. Thus we 
can have micro behavioral panel data at two points of time for the same individual. This is 
another contribution of this study.  
Also, we demonstrated that consumers who switched their purchase destinations from 
INCUBE to Tenjin Loft increased their purpose realization rate for all six product categories.  
In addition, the study revealed that from the comparison between those consumers who 
increased their purpose realization rate and those who did not, the purpose realization rate has 
some positive influence on “visit frequency” and on “expenditure” for the entire town. The 
results were significant for some product categories, but we have not yet reached a strong 
relationship. 




























































第 1 章 Introduction では、本研究の背景や動機、ねらいと目的を述べている。 
第 2 章 Roles of city center cafés and their economic effect on city center: Estimating 





心部で、年間 189 億の支出増大効果があると推定したものである。 
第 3 章 To what extent did the woodworks festival attract people?: Determining the 










半径が 314 分であることを明らかにし、さらに放映されたテレビ CM の効果が、集客時
間距離半径を 42 分拡大する効果を持つことを明らかにしている。 
第 4 章 How did the effects of festival held on main street spread over other districts 







第 5 章 Did the grand renewal opening of department store enhance the visit value 













第 6 章 A new entry of large variety shop increases value of city center?: Purpose 
realization rate and new shop entry は、大型雑貨店である天神 Loft が、競合店 INCUBE
の立地する天神に新規出店することで、天神へ来街する消費者のまちへの来訪価値が増加
したのか否かを「目的実現率」に着目して、調査データから計測しようとしたものである。
天神 Loft 出店後に実施した回遊行動調査で、大型雑貨店があつかう買物 6 品目について
の購買行動の回顧的パネルデータを収集し、分析した結果、INCUBE から天神 Loft にス
イッチした消費者が、買物 6 品目のすべてで「目的実現率」を高めている事実を発掘した。




ように影響を与えているかの計測についても、既存大型雑貨店の INCUBE から天神 Loft
への行先購買店舗スイッチに消費者がもつ 2 つの店舗のイメージがどう影響を与えてい
るかを明らかにしている。 













以上のことから、岩見昌邦氏の論文 “An Empirical Micro-Behavior Approach to Town 
Equity Research: Five empirical Kaiyu studies” は、博士(経済学)の学位を授与するに十
分値するものと評価する。 
 
